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Dengan ini Saya, 
 Nama  : Livyani 
 NIM  : 00000016330 
 Program Studi : Manajemen 
Dengan ini saya menyatakan bahwa skripsi yang berjudul “Analisa Pengaruh Perceived 
usefulness, Perceived Ease of Use, Perceived Informativeness, Perceived Enjoyment, Terhadap 
Attitude Toward Using Serta Implikasinya Terhadap Behavioral Intention to Use Shopee 
Beautycam : Telaah Pada Maybelline Superstay Matte Ink Lipstick” merupakan hasil dari kaya 
diri sendiri, dan tidak melakukan plagiat. Semua sitasi karya ilmiah dari dan milik pihak ketiga 
yang digunakan sebagai rujukan dalam laporan kerja magang ini telah saya sebutkan dan 
cantumkan sumber di Daftar Pustaka. 
Jika pada suatu saat nanti saya terbukti telah ditemukan kecurangan serta penyimpangan dalam 
penulisan skripsi ini, saya bersedia menerima konsekuensi yang diberikan sesuai dengan peraturan 
yang berlaku. 









Dalam laporan skripsi ini, peneliti membahas faktor apa saja yang mendorong pengguna untuk 
menggunakan fitur Shopee Beautycam menggunakan indikator Perceived usefulness, Perceived 
Ease of Use, Perceived Informativeness, Perceived Enjoyment, dan Attitude Toward Using. 
Laporan ini sendiri menggunakan desain penelitian yaitu conclusive research design, dengan 
metodenya yaitu descriptive research.  
Model teoritis ini akan disampaikan dengan 7 hipotesis, yang diukur menggunakan metode 
Structural Equation Model (SEM). Penelitian ini menggunakan non probability sampling, dengan 
sampelnya yang berjumlah 152 responden, dengan screening berjenis kelamin wanita, berumur 
18-38 tahun , berdomisili di salah satu daerah Jabodetabek, mengetahui Shopee Beautycam, pernah 
mencoba Shopee Beautycam di produk Maybelline SuperStay Matte Ink Liquid Lipstik , dan juga 
tidak pernah membeli Maybelline SuperStay Matte Ink Liquid Lipstik. 
Dapat disimpulkan dari penelitian ini, 2 dari 7  hipotesis ditolak karena data tidak mendukung 
hipotesis. Dari hasil penelitian ini, menunjukkan adanya hubungan positif antara Perceived 
usefulness dengan Attitude Toward Using, Perceived Ease of Use dengan Attitude Toward Using, 
dan Attitude Toward Using dengan Behavioral Intention to use, Perceived Informativeness dengan  
Perceived usefulness, dan Perceived Enjoyment dengan Perceived usefulness. 
Kata kunci: Perceived usefulness, Perceived Ease of Use, Perceived Informativeness, Perceived 





In this thesis report, researchers discuss what factors drive users to use the Shopee Beautycam 
feature using Perceived usefulness, Perceived Ease of Use, Perceived Informativeness, Perceived 
Enjoyment, and Attitude Toward Using indicators. This report itself uses a research design that is 
conclusive research design, with the method that is descriptive research. 
This theoretical model will be presented with 7 hypotheses, which are measured using the 
Structural Equation Model (SEM) method. This study uses non-probability sampling, with a 
sample of 152 respondents, with screening of female sex, aged 18-38 years, domiciled in one of 
the Jabodetabek areas, knowing Shopee Beautycam, having tried Shopee Beautycam in 
Maybelline SuperStay Matte Ink Lipstick  Lipstick products, and also never bought Maybelline 
SuperStay Matte Ink Lipstick  Lipstick. 
It can be concluded from this study, 2 of 7 hypotheses were rejected because the data did not 
support the hypotheses. From the results of this study, showed a positive relationship between 
Perceived usefulness with Attitude Toward Using, Perceived Ease of Use with Attitude Toward 
Using, Attitude Toward Using with Behavioral Intention to use, Perceived Informativeness with 
Perceived usefulness, and Perceived Enjoyment with Perceived usefulness. 
 
Keywords: Perceived usefulness, Perceived Ease of Use, Perceived usefulness, Perceived 
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